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ABSTRACT 
The number of Internet users in the world was increasing and had tripled in 
the past two years. With this large amount of Internet users, their needs and their 
lifestyle were important to advertisers and marketing who wanted to explore this new 
market. 
Questionnaire developed based on the VALS 2 research done in the US was 
used to collect the value and lifestyle of Internet users in Hong Kong. Eight groups 
of users were found: experiencer, leaders, intellectuals, trendy, young, makers, 
traditional and technical. Six of the groups were similar to the groups found in the 
study done by VALS 2 and recently by Netsmart. Two new groups were found in 
this study: the young group and the technical group. 
The demographics found in the study was higher in female ratio (26%) than 
that done by the Survey Research Hong Kong (SRH). Higher percentage of Internet 
users had reached the tertiary education level (72%). Most of the Internet users were 
unmarried (78%) and the household sizes were under four. 
The Internet usage was reported to be lower than the other studies. On 
average, most users spent less than a hour a day on the Internet. Less new users were 
joining the Internet as reflected by the relative low percentage of people that were 
using the Internet for less than three months. 
More Pentium PCs were used to access the Internet as Intel cut the Pentium 
CPU prices sharply last year. Faster modems (33.6K bps) were used for Internet 
connection. With the advent of 56K modems, more users might be switching to this 
new device to enjoy the higher download speed of the modem. Most of the people 
had not installed an additional telephone line for Internet connection, probably because 
of the relative high cost of installing the additional line. 
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The number of Internet users had grown to 17.5 million in the US, Europe 
and Asia and was a very large increase when compared to 5.7 million just two years 
ago. Internet usage in Asia, outside of Japan, increased by 86 percent during 1996. 
The number of Asian users with Internet access increased from 1,440,000 to 2,685,000 
during 1996. By the end of the year, Greater China accounted for approximately 32 
percent of all Internet users outside of Japan, equivalent to 859,200 users in Hong 
Kong, China and Taiwan. The number of Internet users in Hong Kong increased 
from 10,000 in 1994 to 140,000 in the mid of 1996. The total number of Internet 
users in China would reach 2.7 million, according to a report by Asia-based market 
research firm New Century Group. 
TABLE 1 
nsfTERNET USERS D^J CHINA (1996 - 2001) 
1996 1 2 ^ m S 1999 2000 20001 
70,000 250,000 515,000 1,050,00 1750,000 2,700,000 
In recent years, the hardware prices dropped greatly and more users could be 
connected to the Internet with a low startup cost. The accessing devices like modems 
had been improved greatly over the past few years with the accessing speed raised 
from 9600bps to 33.6Kbps. The ease of use of the graphical interface of the World 
Wide Web (WWW) had attracted many people to use the Internet for downloading 
pictures, software etc. With the search engines available, people could easily find the 
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information they wanted on the Web. The Internet was gradually changing from a 
network for academics to one that allowed the general public to get access to it. 
Internet Services providers acted as a bridge between the public and the Internet. The 
number of Internet Service Providers also increased from four in 1994 to 60 in the mid 
of 1996. The PNETS charge in Hong Kong also reduced from 9 cents a minute to 
$2.52 an hour in these years that cost each user less for connecting to the Internet. 
When more people could be connected to the Internet, more commercial 
activities were started on the Internet. Cyber bookstore, online financial information, 
cyber mall could be easily found on the Internet. These sites were targeted at the end 
users directly. The needs and lifestyle of the large amount of Internet users were 
important to advertisers and marketing who wanted to explore this new market. As 
the Internet users were the target of the Interactive Marketing and Particle Marketing 
activities available on the Internet, new product and services could be designed to 
target at these customers. The Internet Services Providers (ISP) or companies that 
planned to go the Internet for business might be launching different types of 
advertising and promotion campaigns to the Intemet Users. For example, if a 
company wanted to open a cyber bookstore to sell Chinese as well as English books, 
they might put more emphasize on particular type of books and include some more 




Purpose of This Study 
The survey would focus mainly on the World-Wide-Web (WWW) usage. 
People that only use other services provided on the Internet such as gopher, telnet or 
ftp would be ignored. This study would survey on the value and lifestyle of 
individual Internet Users and tried to come up with categorizing the lifestyle of the 
Internet users into several groups. Their Internet usage pattern like their average time 
spent on the Internet per month, the ISP used, the time period of accessing and the 
hardware resources used to access the Internet would be collected also. 
Scope of This Study 
A questionnaire was used to collect the values and lifestyles of the Internet 
Users. After the sending out the questionnaires, the data collected would be analyzed 
by using standard statistical package like SPSS, SAS or Statistica. Factor analysis 
with factor rotation would be used to find out the various user groups from the reply of 
those Internet users. The naming of the factors would be done by inferring from the 
various questions that were related to the factors. 
Simple graphical analysis would be used for the demographic data such as 
sex and age group; and Internet usage pattem like the age of the Internet users on the 
WWW, the time period of accessing; hardware for accessing the Internet like the CPU 
models used, the size of computer memory used etc. These results could be 




Human Values and Value System 
The formulation of human values was guided by five assumptions about the 
nature ofhuman values: 
(1) the total number of values that a person possesses is relatively small; 
(2) all men everywhere possess the same values to different degrees; 
(3) values are organized into value systems; 
(4) the antecedents of human values can be traced to culture, society and its 
institutions, and personality; 
(5) the consequences of human values will be manifested in virtually all 
phenomena that social scientists might consider worth investigating and 
understanding. 
A value is an enduring belief that a specific mode of conduct or end-state of 
existence is personally or socially preferable to an opposite or converse mode of 
conduct or end-state of existence. A value system is an enduring organization of 
beliefs concerning preferable modes of conduct or end-states of existence along a 
continuum of relative importance. 
When we say that a person has a value, we may have in mind either his 
beliefs concerning desirable modes of conduct or desirable end-states of existence. 
These two kinds ofvalues are referred as instrumental and terminal values. 
Values are multifaceted standards that guide conduct in a variety of ways. 
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They (1) lead us to take particular positions on social issues, and (2) predispose us to 
favor one particular political or religious ideology over another. They are standards 
employed (3) to guide presentations of the self to others and (4) to evaluate and judge, 
to heap praise and fix blame on ourselves and others. (5) Values are central to the 
study of comparison process; we employ them as standards to ascertain whether we are 
as moral and as competent as others. (6) They are, moreover, standards employed to 
persuade and influence others, to tell us which beliefs, attitudes, values, and actions of 
others are worth challenging, protesting, and arguing about, or worth trying to 
influence or to change. Finally, (7) values are standards that tell us how to rationalize 
in the psychoanalytic sense, beliefs, attitudes, and actions that would otherwise be 
personally and socially unacceptable so that we will end up with personal feelings of 
morality and competence, both indispensable ingredients for the maintenance and 
enhancement of self-esteem. 
A value system is a learned organization of principles and rules to help one 
choose between alternatives, resolve conflicts and make decisions. 
Lifestyle 
One can distinguish three different but interrelated levels at which it is 
possible to study aspects of living, in a way relevant to a discussion of lifestyle: a 
structural, a positional and an individual level. 
On the structural level one can examine differences and similarities between 
various countries, societies and cultures, but also differences evolving over time within 
one and the same society. We may refer to configurations primarily reflecting 
differences in societal structure as Forms of Life. 
The positional level concerns differences and similarities in relevant aspects 
of living between large categories, classes, strata or groups situated at different 
positions within a social structure. Configurations of this kind, primarily by the 
position held in a given social structure, we term Ways of Living. 
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On the individual level, one tries to understand differences and similarities 
between the ways in which individuals face reality and lead their lives, how they 
develop and express their personality and identity, their relations toward other 
individuals, etc. At this level we speak of Lifestyles. Lifestyles are thus expressions 
of individuals' ambitions to create their own specific personal, cultural and social 
identities within the historically determined structural and positional framework of 
their society. Thus, the term lifestyle is here defined as a structurally, positionally 
and individually determined phenomenon. 
Value is the most fundamental component of lifestyle, and one can say that 
the lifestyle of an individual is an expression of his or her values, the norms related to 
these values. The lifestyle phenomenon can be studied on three conceptually 
different levels: a value level, and attitude level and action level. The value level 
consists of the individual's general and abstract ideas about material, aesthetic, ethical 
and metaphysical conditions and qualities. The attitudes of an individual involves his 
or her outlook on specific objects, phenomena and conditions of reality. On the 
action level, the individual manifests his or her attitudes in the form of different 
actions. To summarize: the individual embraces a number of values which he or she 
makes concrete in the form of attitudes. Such attitudes are expressed in the form of 
certain actions and behaviors. 
Lifestyles are routinised practices, the routines incorporated into habits of 
dress, eating, modes of acting and favoured milieux for encountering others; but the 
routines followed are reflexively open to change in the light of the mobile nature of 
self-identity. Each of the small decisions a person makes every day - what to wear, 
what to eat, how to conduct himself at work, whom to meet with later in the evening -
contributes to such routines. All social choices (as well as larger and more 
consequential ones) are decisions not only about how to act but how to be. 
Identity is a complex system of relations consisting of a multitude of 
conceptions about who one is, and how one is related to other individuals and to one's 
society and culture. First, it has the function of cultivating the personal self, that is, 
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the qualities and characteristics we believe are tied to our own unique person. 
Secondly, identity has a number of social flinctions for the individual. People have 
desire to be part of their society or culture, and of a variety of different groups existing 
within it. Thirdly, identity serves the flinction of integrating and making compatible 
with one another the desire to be unique with the desire to belong. 
The security values serve the function of helping oneself to fit in and adapt in 
an unproblematic way to society, avoiding conflicts and ensuring that one's actions 
and attitudes are justified. The developmental values serve the function of fulfilling 
the individual's needs and desires to search for meaning, understanding, knowledge 
and self-realization. 
Behind lifestyles in contemporary society lie a number of individually 
embraced values. At the structural level, these values are part of a long-term cultural 
heritage. At a positional level they are tied to the various positions which individuals 
occupy within these structures 
8 
FIGURE 1 
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Application of Lifestyle 
Advertisers connect values with life-styles: every life-style is characterized 
by a number ofvalues which are shared to a greater or lesser extent by the members of 
a group. Clustering these value patterns may reveal life-style segments at which 
advertising can be aimed. 
The application of value and life-style research include the following: 
1. New product development 
2. Positioning new brands 
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3. Re-evaluation of existing brands in order: 
— t o strengthen the current position 
- t o reposition brands 
- t o extend the brand life-cycle 
4. Redefining target groups and market segments 
5. Decision-making on brand advertising strategies, with regard to: 
- t a r g e t groups 
-p ropos i t ion and/or brand personality 
- c o n c e p t development 
Life-style research linked to media usage can also help in media planning. 
Although value and life-style research can be very useful, it is often an 
addition to more basic research, for example socio-demographic data, or usage and 
attitude studies directly related to the product or market. 
Cross-cultural life-style research may proceed by first defining life-style 
segments and then attempting to find similarities. Alternatively, one can begin by 
researching the social structure and value patterns of each different culture or market, 





Questionnaires would be distributed to Internet users in Hong Kong to ask 
them questions about their values and lifestyles. The data collected would be 
processed using factor analysis to categorize the Internet users into different groups. 
Sample Selection 
The target samples of this survey were company executives or managers who 
had used the Intemet for more than three months and also the heavy users that visited 
the Intemet for more than 20 hours a month. This survey aimed to distribute the 
questionnaire to about 400 Intemet Users and aimed to collect about 120 completed 
questionnaires for data analysis. The expected retum rate was about 30%. 
Survey Design 
The survey was done by sending the questionnaire in hard-copies to the 
current Intemet users. The potential users would not be included in this study. 
Those who could get access to the Intemet by using any browser, from any place such 
as (company, home or campus) and different servers such as academic servers, 
commercial online services, and Intemet Service Providers (ISP). 
Hard-copies of questionnaire were distributed instead of building up a Web 
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Page on the Internet users to collect the data. It was because the survey time period 
was about one-month and was relatively short compared to the other surveys done on 
the Internet. Those surveys usually spent about three months or more to collect the 
data. 
Questionnaire Development 
The questionnaire could be divided into several sections: 
• WWW usage 
• Hardware for accessing the Internet 
• Values and Lifestyle questions 
• Categories of WWW sites visited 
• General demographics 
The first two parts of questions were used to collect about the Internet usage 
of the interviewee in terms of their usage history, place of accessing, average using 
rates etc. Questions about the hardware that they used to connect to the Internet were 
included also. English names were provided along with the Chinese equivalents for 
technical terms like WWW, computer memory, monitor, modem and browsers as 
people in Hong Kong may not be familiar with the Chinese names (Taiwan version). 
The last three parts of the questionnaire were developed based on the VALS 
2 questionnaire developed by SRI International which was available from their WWW 
site. The questions were translated into Chinese so as to be understood easily by the 
people in Hong Kong. Popular terms were used in the value and lifestyle questions as 
far as possible so that the questionnaire designed would be better in collecting about 
the lifestyle of Hong Kong People. The income level figures were translated from 
US dollar into Hong Kong dollar but with small adjustments in the salary ranges. 
The different sections of the questionnaire were put together in the above 
sequence to encourage the interviewee to complete the questionnaire. Casual 
questions about their Internet Usage and computer hardware resources were asked first. 
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These two sections contained less than 15 questions and were place on one page. The 
interviewee would have an impression that this questionnaire would not be a heavy 
one. Then thirty-five questions about values and lifestyle and ten questions about the 
WWW site categories were place on the second and third pages. These were the 
main sections of the questionnaire and it required the interviewee to answer these 
questions with care and patience. The last part of the questionnaire asked questions 
about demographic which were quite sensitive to the people in Hong Kong. The 
question about the household income of the interviewee was the most sensitive one in 
the questionnaire. It was placed at the end of the questionnaire so as not to offend the 
interviewee. 
The English version and Chinese version of the questionnaire were included 
in the appendix. 
Timing of the Survey 
The questionnaire was distributed to the target group starting from 12 March 
1997. The completed questionnaire was expected to be collected by the end of March 
1997. Moreover, an addition of 30 completed questionnaires were collected in the 
first week ofApril 1997. 
A pilot test was carried out in early March with five interviewees. One of 
the questions in the questionnaire was modified to clarify on the counting of the 
household members. Some interviewees did raise about the questions of similar 
nature asked over and over again. As it was the intention of the original 
questionnaire to design in this way to collect more accurate data, those questions were 
retained. 
The survey was conducted in about one-month's time and survey results 
would be compared with those conducted in the US and Hong Kong. 
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Chapter V 
ANALYSIS OF FINDINGS 
Response Rate 
About 400 questionnaires were prepared and about 300 of them could be 
distributed to current Internet Users. A total of 131 completed questionnaires were 
received. The retum rate was 43.67% and was quite high actually. 
User Groups Found 
The extraction method chosen for the factor analysis was ‘Principle 
Component'. Factor rotations were employed using the Varimax-Raw method to 
identify each factor with fewer variables to facilitate the factor labeling. 
The plot of eigenvalues (figure 2) indicated that we could have as much as 
fifteen factors if we chose eigenvalue=1.00 as the cutoff point. The eigenvalue of 
1.00 is the minimum requirement for regarding it as a factor. However, in order to be 
comparable to previous studies and with the volume of data available in this study, the 
number of factors was limited to eight only. With the eight factors, about 49% ofthe 
variations in the sample could be explained. 
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FIGURE 2 
PLOT OF EIGENVALUES 
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Number of Eigenvalues 
The eigenvalues of the eight factors found were listed in table 2. The 
percentage of total variance explained by the each factor, and the cumulated figures for 
the factors were shown. We could see that factor one was relatively significant as 
compared to the other factors. The differences in the percentage of total variance for 
the last four factors were within 1%. 
TABLE 2 
EIGENVALUES OF THE EIGHT FACTORS 
% total CutnuI. Cumui, 
Factor Eigenvalue Variance ; Eigcnval % 
1 ~ ^ 6.9111— 13.5511 6.9111 1 3 . 5 5 l " 
2 — 3.9359 — 7.7174 — 10.8469 21.2685 
3 — 2.9031— 5.6924 13.75Q0"" 26.9609 
4 — 2.8575 — 5.6029 ~ ~ 16.6075 — 32.5638 
5 ~ ~ 2 . 3 1 0 0 ~ 4.5295 18.9176 37.0933 
6 — 2.2578— 4.4271 21.1754 41.5204— 
7 — 1.9735— 3.8696 23.1489 45.3900— 
8 1.7706 3.4718 24.9195 48.8618— 
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The complete tables of factor loading, factor score coefficient and the 
communalities of the input variables for the eight factors were listed in the appendix. 
User Groups 
The factor loading table in the appendix was used to interpret the factors. A 
factor loading of 0.4 (absolute value) was considered to be significant so that each 
factor could be identified with the variables easily. The factors determined this way 
were quite significant statistically. 
The naming of the eight factors found were done by their relationships 
(factor loading) with the questions in the questionnaire and were summarized as 
follows: 
Group One 
Related Questions Factor Loadkg 
我喜歡新奇古怪的人和事。 0.6185— 
我喜歡多姿多采的生活。 0.7002 
我經常想有一些新的刺激。 0 . 8 l I ^ — 
我喜歡嘗試新的事物。 0.5457 — 
我願意花一年或更多的時間在外國生活。 0.4532— 
我喜歡我的生命充滿刺激。 0.8497 — 
我喜歡嘗試一些我從未做過的事情。 0.7245 — 
我經常期待有新的刺激。 0.73元— 
我喜歡做一些新穎及不同的事情。 0.6601 
我喜歡我的生活每天都是差不多地渡過的。 -0.5749 ~ 
This group of people liked to have new and exciting things in their life, 
meeting with strangers and were willing to go abroad and live there for a year. The 
high factor loading score for this group indicated that these people were very 
distinctive in the group of Intemet Users. These people were named as 'Experiencer'. 
These people were not bound to use any specific means like search engines to surf the 
Web and they might access a large variety of different web pages. 
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Group Two 
Reiated Questions FactorLoading 
我對學說、理論很感興趣。 0.3971 — 
我喜歡在一群人中作主導的角色。 0.4056 — 
我喜歡硏究機械的運作，例如弓丨擎、發動機。 0.4555一 
我喜歡帶領別人。 0.4321 — 
個人網頁 Web Sites -0.5248 
體育運動 Web Sites -0.4640 
個人161 Sites -0.6309 
性別 -0.4460 
It was clear from the questions that this group of people liked to lead others. 
They were also interested in theories and about how machines worked. These people 
were grouped as 'Leaders'. They would visit personal home pages of others Internet 
users, personal sites and sports sites. The relationship with the 'Sex' question might 
imply that they might be male most probably. 
Group Three 
Related Questions FactorLoading 
我喜愛做一些曰常用品。 - 0 . 5 6 i " 
我比很多人都較有能力。 0.6072 — 
我認爲我自己是一個知識份子。 0.6423 
我得承認我的興趣是比較窄和局限的。 -0.4330— 
These people thought that they were educated and had more capabilities than 
others. The narrowness of their interests might arise by their occupations as 
professionals. These people were grouped as 'Intellectuals'. 
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Group Four 
Related Questions . Factor Loading 
我是一個追上潮流及衣著入時的人。 0.7420 — 
我的衣著比大多數人都入時。 0.7102~~" 
政府應該鼓勵公立學校中有多些道德教育。 -0.4^^^~ 
我承認我自己是一個比較喜歡伎耀的人。 0.5170 — 
我喜歡穿著最新款式的服裝。 0.6927 • 
我喜歡帶領別人。 0.4102 ~ 
我想別人覺得我衣著時髦。 0.7271 — 
These people were trendy persons that were used to dress in the latest fashion. 
They liked to be considered as fashionable and they admitted that they liked to show 
off. The linkage with the leadership variable might be considered as their motive to 
be 'ahead' of others in terms of fashion. These people were named as Trendy’. 
Group Five 
Related Questions Factor Loading 





These people were related to the age, marital status and family size variables. 
According to the demographic analysis in the next section, these people were young, 
single and most probably middle class people as reflected from their household income. 
Their family size might be quite small and they had more time to spent on music and 
art. These people were grouped as 'Young'. 
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Group Six 
Related Questions FactorLoading 
我對學說、理論很感興趣。 0 . 4 0 1 1 — 
我喜歡學習藝術、文化及歷史。 0.7062 
我喜歡用木、金屬或其他材料做器具。 0 .4106~~ 
我喜歡親手做一些東西。 0 . 6 5 4 6 ~ 
我想知道多一些關於這個世界是怎樣運作的。 0.5613 
These people liked to build things with their own hands, using various 
materials. These people were labeled as 'Makers'. Their interest in theories, culture, 
history and about how the universe works might imply that they were knowledgeable 
makers. 
Group Seven 
Related Questions . ^ Factor Loading 
正如聖經所說，世界實在是在六天內造成的。 -0.66^^~~ 
現時的電視節目中有太多關於性的節目。 -0.5732 
網上消費性讀物166 51记5 - 0.4182 
電視或電影網頁Web Sites 0.4447 
These people were typical traditional people who believed in established 
truth and norms. They went to Internet mainly for fun and they often visited the 
consumer publications and TV/movie sites. These people were grouped as 
Traditional'. 
Group Eight 
Related Questions Factor Loadiag 
我喜歡硏究機械的運作，例如弓丨擎、發動機。 -0.4672 
我喜歡學習不同的事物，就算那些事物可能對我 ^ 0 4 5 0 3 ~ 
完全沒有用。 
我喜歡逛一些賣硬件或賣汽車零件的商鋪。 -0.73½ 
大機構的網頁及資料Web Sites 0.4051 
電腦軟件庫Web Sites 0.6040 
性別 0.4108 一 
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These people were quite technical in which they liked to work on hardware 
(or software). They would use the search engines, visit software archives sites and 
corporate sites such as Microsoft or shareware.com for the latest hardware or software 
products. They were grouped as Technical' and they might be male most probably as 
inferred from the relationship with the sex attribute. 
Other Findings 
WWW Usage 
88% of the respondents had been using the Internet for less than two years. 
Within these 88%, only 11% of the respondents hadjustjoined the Internet and using 
it for less than three months. About half of the respondents surfed the Internet less 
than 10 hours a month and less than 20% of the respondent spent more the 20 hours on 
the Internet. 
Netvigator was the most popular ISP among the respondents, followed by 
Hong Kong Star, IBM Net and Asia On-line. The popularity of the Netvigator was a 
result of the fact that the companies rented a leased line from the Netvigator in setting 
up Internet connection with their company network. This explained the scenario that 
IBM Net was among the top four popular ISP. If only home users were counted, 
IBM Net would be off the top-four list and the difference in subscription between 
Netvigator, Hong Kong Star and Asia On-line would be much smaller. 
The prime time period to access the Internet was '9am-5pm' and '8pm-12pm'. 
These time periods confirmed the above finding of the respondent that access the 
Internet through their company network and from their home. Only 13% of the 
respondent had used the on-line shopping before. The product purchased were 
mostly books, followed by software and CD. One respondent had purchased flowers 
using on-line shopping. 
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Hardware Resources Used 
Pentium was replacing 486 as the primary type of PC for accessing the 
Internet. The number of users that used Pentium PC was twice of those using a 486 
PC. Some people were using the Pentium Pro and only a few used the 386 and 
Macintosh. 
The PCs were often configured with 16-20M of memory and there were quite 
a number of PC configured with more than 24M of memory. The price-cut of the 
DRAM in the past two years encouraged the users to purchase more memory to speed 
up their computers. 
Most of the users were still using the 14" monitors and a number of users 
were using the 15" and 17" monitors. 
About half of the Internet users in the survey were using modems of speed 
28.8K bps and another 20% of the users were using the 33.6Kbps modem. Some 
people did keep their 14.4Kbps and 9600bps modems to surf the Internet. This was 
in line with the ‘age’ of the Internet users as the 33600bps modems were on the market 
for less than a year. 
Netscape was still the most popular browser and nearly 90% of the Internet 
users used it. However, some users had installed both the Internet Explorer and 
Netscape browsers on their machines. 
Most of the Internet users accessed the WWW by sharing their existing 
telephone lines. The relative high cost of installing an additional line would be a 
major obstacle for it. 
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Demographics 
The survey reflected that the Internet was still dominated by male but the 
female users were on the increase. There were 26% of female users responding to the 
survey. 
The ages ofthe users were nearly evenly divided among the three age groups: 
0-24, 25-29 and 30-34. 72% of the respondent had reached the university level. 
With the age group analysis, a number of them might have just graduated from the 
university. 
Most of the users were unmarried (72%) and the household size was not big. 
Most of the household had four family members or less. The family planning 
advocated by the Hong Kong Government through the years was quite successful. 
The median yearly income of the household was in the range of $320,000-
$499,999 p.a. or about $26,000-$41,000 p.m. 
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Chapter VI 
Limitation of the Study 
Response and Non-Response Bias 
People who chose to respond to the questionnaire might have different 
characteristics than those that chose not to respond to the questionnaire. The 
characteristics of those chose not to response to the questionnaire would be missed in 
the study. The response and non-response bias could not be avoided. 
People responding to the questionnaire might not reply with their judgment. 
Some people might think differently when they are being asked than when they are 
required to react to actual situations. The scale that they reflect would be biased by 
the way they judge others: some people may think that they are about average in terms 
of following the fashion as most of his/her friends are doing the same; some people 
may think that they are about average in terms of following trend as most of his/her 
friends are not following the trends closely. 
Sample Selection Bias 
Non-probability sampling method were used in the collection process. The 
questionnaires were often distributed to group of people with similar background: 
people of the same company, people studying in the same college/university (full-time 
or part-time), people who shared common interest such as surfing the internet etc. 
However, a number of different sources which had different response rate were 
employed to increase the randomness of the sampling. 
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Language used in Questionnaire 
The questionnaire quoted a wording from the Bible as a kind of traditional 
value checking which is more suitable to the United States where people usually have 
a Christian background. Statements in the Bible were well-know to them. Majority 
of Chinese people in Hong Kong do not believe in Christian. However, it was 
difficult to find wording of other source that have the same established status as that of 
the Bible. Thus the question was retained and the replies to this question were 
expected to be more on either side of the scale. 
The scales used in the questionnaire were 'mostly disagree', 'somewhat 
disagree', 'neutral', 'somewhat agree' and 'mostly disagree'. The 'neutral' scale was 
included to provide five selections to the interviewee. However, the word 'neutral' 
might not give the correct meaning to the interviewee when he/she was answering the 
questionnaire. A scale of'r_'5' with the indication that '1' represent 'mostly disagree' 




VALS 2 in the US 
The VALS typology, based on the work of Maslow and Rokeach, was 
developed by the Stanford Research Institute (SRI) in 1975 and introduced in 1978. 
It was a pioneering attempt to describe how US consumers' personal beliefs shape 
their buying decisions. The original VALS was somewhat limited in its application 
to marketing because it did not take account of how well consumer's motivations 
matched their ability to buy the goods and services they wanted. Therefore, in 1989, 
VALS2 was developed, which included an assessment of the consumer's ability to buy. 
The original VALS divided the American population into nine segments, organized 
along a hierarchy of needs. 
At the bottom were Survivors and Sustainers; at the top were the Integrateds. 
Two separate paths led from bottom to top. One was extemally directed and included 
Belongers, Emulators and Achievers. These groups took their cues from the world 
around them. The other was internally directed - I am Me's, Experientals, and the 
Societally Conscious. These groups made their own rules. These divisions 
reflected a population dominated by people in their twenties and thirties, as was the 
case in the USA in the 1970s. In 1989, VALS 2 regrouped the population into eight 
segments. 
VALS 2 is built round the concept of self-orientation and a new definition of 
resources. Self-orientation is the pattem of attitudes and activities which helps people 
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to reinforce, sustain or modify their social and self-image. Three such patterns can be 
related to consumer behaviour: principle, status and action orientations. Resources, 
in the VALS 2 system, refers to the full range of psychological, physical, demographic 
and material capacities that consumers can draw upon. This concept encompasses 
education, income, self-confidence, health, eagemess to buy, intelligence and energy 
level. The self-orientation dimensions captures three different ways ofbuying. 
Principle-oriented consumers are guided by their views of how the world is 
or should be; status-oriented consumers are guided by the actions and opinions of 
others, while action-oriented consumers are guided by the desire for social or physical 
activity, variety and risk-taking. 
Thus VALS 2 divides people into three basic categories: those who are 
principle-oriented, status-oriented and action-oriented. It also estimates the resources 
that consumers can draw upon, including their education, income, health, energy-level, 
self-confidence and degree of consumerism. Most resources tend to increase from 
youth through to middle-age, and then diminish with old age. There are eight 
segments: Fulfillers, Believers, Actualizers, Achievers, Strivers, Strugglers, 
Experiencers and Makers. 
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FIGURE 3 
VALS 2 DIAGRAM (source : SRI International, Menlo Park, California) 
〈 Actualizers 〉 
\ Z Abundant 
^ y y ^ resources 
^> f^^ j^^ i^ "^ ^^^ j^j^ r^  StatuP'''^riented ActioA^\Driented| t 
, ^ ^ \ 7 \ 
< Fulfilleds 〈 Achievers ^ Experiencers \ H ^ ^ H 
〈 Believers X Strivers <T Makers 〉 k^K>fK^ I 
^ / ^ ^ Minimal 
y ^ ^v resources 
〈 Strugglers 〉 
27 
Lifestyle Research in Hong Kong 
Survey Research Hong Kong did its life-style study in 1990 and it classified 
the adult population ofHong Kong into nine psycho graphic groups : 
Psychographic Group Percentage of population 
Daily Battlers 10.9 
Modem Homebodies 8.9 
Comfort Seekers 8.9 
Trams 13.6 
Empty Kettles 15.8 




The Daily Battlers are slightly older, less educated and have a lower income 
than the other groups. They are more likely to be Chinese-literate only or illiterate; 
very independent, especially in financial matters; worriers; less socially active. 
The Modern Homebodies are over-represented in the 30-39 age range, and 
married. A high proportion of females in this group are non-working housewives. 
They have a slightly higher income than Daily Battlers; the family is the pivot of these 
people's lives; they are inclined to be unadventurous; they have a modem approach to 
life, especially with regard to the role of the woman in the house; being family-
oriented, this group is not socially active; they enjoy taking part in sporting activities. 
Of the group Comfort Seekers, three out of five are aged between 20 and 40. 
They have a higher than average household income and relatively large households. 
Peace of mind (security) is found in money, religion and family. They are socially 
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active. 
The Trams are older (over 50 years), with a lower than average income; one 
in five received no education. They are more likely to be illiterate or literate only in 
Chinese; more likely to be live in government housing schemes; and are traditional 
and old-fashioned. They like to keep themselves occupied and need familiar 
surroundings, occasions and routines as non-threatening support. 
The Empty Kettles are more likely to live in private housing; they enjoy risk 
and money is a major motivating factor in their life. They feel stressed and it is 
important to impress other people via clothes, life-style, using the correct brands, etc. 
They are not prepared actively to improve themselves. 
The In Crowd group consists mostly of young, single people (60 percent is 
under 30). They are more likely to be bilingual (Chinese and English). For them the 
peer group is very important, as is fashion. They are socially active, especially video 
parlours, picnics, barbecue, karaoke, actively participate in sports, especially table 
tennis, basketball and snooker. 
The Self Harmonizers are more likely to be white-collar workers or students, 
have a higher than average level of education, single, bilingual (Chinese and English) 
and well balanced in their life. Money is not the main motivator in their lives. They 
are physically active - keen on basketball, soccer and snooker. 
The group Bosses has an older profile with higher with higher to middle 
income level. They are more likely to be literate only in Chinese, have private 
housing, be strongly religious, stressed, and enjoy taking risks. They have less than 
average social conscience, are image conscious. 
For the group Turtles, religion is not important, they are not fashion-
conscious and do not actively try to improve themselves. In general their attitude to 
life is negative and they are not socially active. 
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Internet User Surveys 
Survey in the US 
In a telephone survey conducted by NetSmart, 500 Internet users were 
interviewed, all ofwhom had been on-line at least six months and used the Intemet at 
least one hour a week. The research defines and highlights five major market groups 
in the emerging on-line population: 
- t h e intellectuals, 
- f u n seekers, 
- n o v i c e explorers, 
- f a c t finders and 
—adventures 
Each group differed significantly in motivation, behavior and expectations, 
according to the research. 
According to another report from NetSmart, approximately 97% of Intemet 
users access the Web to become educated consumers. The study also found that 22% 
of Intemet users conduct financial transactions, such as researching stock or looking 
into various accounts, online. 
Survey in Hong Kong 
Survey Research Hong Kong and Asia On-Line jointly conducted the first 
on-line user profile survey of the Intemet community in Hong Kong during January 
and February 1996. 
The Intemet users were dominated by male (92%), with age between 20-29 
years old (46%). 61% of them were with university degrees or above and were 
professionals (33%) or managers (14%). A substantial portion of the Intemet users 
were students (18%) and about half of them were students of universities (53%). 
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They had higher personal and household income. The median personal 
income was HK$18,400 and median household income was HK$36,900, which were 
double of the average income of Hong Kong population. Moreover, more than 30% 
of the households were with household income HK$50,000 or more. 
57% ofthe Internet users had been on the net for less than six months. 50% 
ofthem spending over an hour on Internet each day. Seven percent of the users spent 
more than three hours a day on the Internet, '6:pm-12:00am' was the prime period for 
Internet accessing. 94% of the users would use World Wide Web when they were on 
the net. 78% of them would use E-mail, 44% use ftp and 38% use newsgroups 
functions. 
51% of the Internet users used a 486 PC to surf the Internet and 38% of them 
used a Pentium PC. 41% of them were using Window 3.1 while 47% of them used 
Window 95. About 60% of the users had a 28.8K modem for Internet connection. 
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Comparison of Studies 
Lifestyle Groups 
The Internet users were divided into eight groups and four of the groups were 
the same as that from the telephone survey done by Netsmart published in September 
1996. The traditional in this study was the same as the Fun seeker in the Netsmart 
survey because they went to the Internet only for fun. The four groups were mapped 
as follow: intellectual (same name), traditional vs fan seekers, adventurers vs 
experiencer and fact finders vs makers. 
When compared with the VALS2 result, the groups that were action oriented 
and with abundant resources were more relevant to the groups found in this study. 
The traditional group and intellectual group in this study should fall in the principle 
oriented category. The trendy group and leader group might fall in the status oriented 
category. The experience group and maker group were much the same as that in 
VALS2. 
The young group and technical group in this study might seem to be quite 
distinctive than the other studies. The young group were quite outstanding as they 
were not quite related to the questions of the lifestyle section in the questionnaire. 
They were distinguished by the demographic properties that they had. They were 
named as 'young' because they might not have established their lifestyle yet. They 
surfed the net because they had the time and resources to do so. 
The technical group was clearly identified by their interests in those hardware 
shops and their habit to visit the software archive sites. These people might consider 
the hardware or software tools that they had as a kind of 'fashion' to them. They were 
not wearing them, but they would talk about these 'fashion' with their friends. 
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Demographics and Hardware Resources 
The percentage of female (26%) Internet users in this survey was significant 
higher than that done by Survey Research Hong Kong (SRH) done last year. The age 
group findings were similar but more tertiary educated users were found in this study. 
The median household income was much the same. 
This study was conducted one year after the previous survey done by SRH. 
In this study, only 34% of users were having less than six months experience on the 
Internet which implied that there were fewer new joiners than a year ago. However, 
the Internet usage was lower in this study because on average, most users spent less 
than a hour a day on the Internet. 
As the Intel cut the Pentium CPU prices last year, there were more users 
using the Pentium PC to access the Internet. As the large drop in DRAM prices in 
last year, more users were having 16M or more of computer memory. With the 
launching of the 33.6K modem, a number of users switched to the faster modem to 
enjoy the faster download speed. 
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ChapterVIII 
FUTURE RESEARCH DIRECTIONS 
As the Internet population was growing every time, similar studies might be 
done yearly to check on the changes of the Internet population. More demographic 
details might be collected which include the occupation of the respondent, years of 
working, place of education (local or overseas) so that more insight could be inferred 
from the values survey. 
Other purchasing behaviour such as habit of using VISA cards, ownership of 
smart cards such as Mondex might be helpful to check on the acceptance of new type 
of paying method for on-line purchasing. Phone banking, stock purchasing and forex 
trading experience might be asked to know more about how the Internet users manage 
their financial investments. 
Studies of Internet users in the Mainland China and Taiwan would be helpful 
in comparing the difference in culture between these geographical areas. However, a 
web site may be required to collect data from these users. 
In terms of hardware resources, some other devices may be included in the 
survey to know more about the need of mobile computing of these users. Devices for 
mobile computing such as laptop/notebook/palmtop computers, PCMCIA modems, 
mobile phones and their need to carry the computer along with the users during their 
working time could be asked. 
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APPENDIX 
English Version of Questionnaire 
Internet Users Lifestyle Questionnaire 
The purpose of this questionnaire is to investigate on the lifestyle of Internet Users in 
Hong Kong. This questionnaire operates on a simple multiple-choice system. To 
make an answer, just put a ‘V’ on the appropriate response box. 
1. Internet Usage Section 
How long have you been on the Internet (since you first use Internet)? 
• <3mths • 3-6mths • 6mths-lyr • l-2yr • >2yr 
From where can you access the Internet (may select more than one item)? 
• home • office • campus • others 
What ISP / online services do you subscribe to, if applicable ？ 
What is your average Internet Usage in hours per month ？ 
• <10 hr • 10-20 hr • 20-30 hr • >30 hr 
What is the time period that you access the Internet often ？ 
• 9am-5pm • 5pm-8pm • 8pm-12pm • 12pm-3am • 3am-9am 
• Weekdays • Weekend 
Did you use on-line shopping before ？ • Yes • No 
What products did you purchase on-line ？ 
• Books • Software • CD • Others, please specify 
Hardware Resources for accessing the Internet 
CPU model of the computer 
0 386 0 486 0 Pentium 0 Pentium Pro 0 Mac 
Memory Size 
0 4M 0 8-12M 0 16-20M 0 24-32M 0 >32M 
Monitor Size 
0 14" 0 15" 0 17" 0 21" 0 Others 
Modem Speed 
0 9600 0 14400 0 28800 0 33600 0 Others 
Browser 0 Netscape 0 Mosaic 0 Internet Explorer 
Dedicated Telephone line for Internet Access ？ 0 Yes 0 No 
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II Lifestyle Section 
We are interested in the attitudes that describe you as a person. For each of the following 
statements, please indicate how much you agree or disagree with that statement as a 
description of you. There are no right or wrong answers - just answer that describe you best. 
(1-Mostly disagree;2-Somewhat disagree;3-Neutral; 1 2 3 4 5 
4-Somewhat disagree;5-Mostly Agree) 
I am often interested in theories. • • • • • 
I like outrageous people and things. • • • • • 
I like a lot variety in my life. • • • • • 
I love to make things I can use everyday. • • • • • 
I follow the latest trends and fashions. • • • • • 
« 
Just as the Bible says, the world literally was created in six days. Q Q 0 0 0 
I like being in charge of a group. 0 0 0 0 0 
I like to leam about art, culture, and history. 0 0 0 0 0 
I often want excitement. 0 0 0 0 0 ‘ 
！ 
I am really interested only in a few things. 0 0 0 0 0 | 
i 
I would rather make something than buy it. • • • • • ’ 
I dress more fashionably than most people. • • • • • 
The government should encourage more moral teaching in schools. • • • • • 
I have more ability than most people. • • • • • 
I consider myself an intellectual. • • • • • 
I must admit that I like to show off. 0 0 0 0 0 
! 
I like trying new things. 0 0 0 0 0 •‘ 
I am very interested in how mechanical things, such as engines, 0 0 0 0 0 
work. 
I like to dress in the latest fashions. 0 0 0 0 0 
There is too much sex on television today. 0 0 0 0 0 
I like to lead others. • • • • • 
I would like to spend a year or more in a foreign country. • • • • • 
I like a lot of excitement in my life. • • • • • 
I must admit that my interests are somewhat narrow and limited. • • • • • 
I like making things of wood, metal, or other material. • • • • • 
- i 
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(1-Mostly disagree;2-Somewhat disagree;3-Neutral; 1 2 3 4 5 
4-Somewhat disagree;5-Mostly Agree) 
I want to be considered fashionable. 0 0 0 0 0 
A woman's life is fulfilled only if she can provide a happy home for Q 0 Q Q Q 
her family. 
I like the challenge of doing something I have never done before. Q Q Q Q Q 
I like to leam about things even if they may never be of any use to Q Q Q Q Q 
me. 
I like to make things with my hands. 0 0 0 0 0 
I am always looking for a thrill. • • • • • 
I like doing things the are new and different. • • • • • 
I like to look through hardware or automotive stores. • • • • • 
I would like to understand more about how the universe work. • • • • • ] 
I 
I like my life to be pretty much the same from week to week. • • • • • | 
1 
When on the Web, how frequently do you access the following types of content? 
! 
(Try to focus the categories rather than the particular examples, which are for 
illustrative purpose only. The five answer bubbles are, from left to right, "Always", 
“Often，’，"Sometimes", "Occasionally" and ‘‘Never，， 
A1 Of So Oc Ne 
wa ten me cas ver 
ys ti ion 
me all 
s y 
0 0 0 0 0 Recommendations 
(such as Cool Site of the Day, Netscape's What's Cool) 
0 0 0 0 0 Search Engines (such as Lycos, Infoseek, Webcrawler) ‘ 
0 0 0 0 0 Corporate sites and information 
(such as SGI, AT&T, Microsoft) 
0 0 0 0 0 Personal home pages (such as Yahoo's People listings) 
Q Q Q Q Q Sports (such as ESPNET SportsZone) 
0 0 0 0 0 Personal (such as match.com) 
Q Q 0 0 0 Online consumer publications 
(such as HotWired, Time World Wide) 
Q o 0 0 0 TV and movie pages 
(such as the Simpsons, MCA/Universal CyberWalk) 
Q Q 0 0 0 Software Archives 
(such as Info Mac, Windows Shareware Archives) 
Q Q Q Q Q Music, Arts (such as IUMA or in the Ultimate Band List) 
i 
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III Personal Section 
Sex • Male • Female 
Age • 0-24 • 25-29 • 30-34 • 35-44 • 45-54 • 55-64 • 65 or over 
Marital Status • Single • Married 
How many family members do you live with (including yourself)? 
• 1 • 2 • 3 • 4 • 5 • 6 • >6 
What is the highest level of formal education you have completed? 
• Primary School • Secondary • Post-Secondary 
• Technical Institute • Graduates • Post-graduates 
What was your total household income (in HK$) before taxes for the past calendar 
year (January through December)? 
(Please include income from all sources, including salaries, pensions, interest, 
dividends, bonuses, capital gains, profits, other.) 
• < $80,000 • $80,000 -$119,999 • $120,000-$159,999 
• $160,000 - $199,999 • $200,000 - $239,999 • $240,000 - $319,999 
• $320,000 - $499,999 • $400,000 - $599,999 • $600,000 - $799,999 
• $800,000 - $1,599,999 • > $1,600,000 
Thankyou very much for responding to this questionnaire! 
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I萬維網 0 ^ ^ ^ )的使用 
你已使用萬維網(WWW)多久？ 
• <3月 • 3-6月 • 6月-1年 • 1-2年 • >2年 
你從何地方可以接上萬維網(WWW)〔可選多於一項〕？ 
• 家 中 •辦公室 • 校 園 • 其 他 
你現在正使用那一個18?所提供的互聯網服務(如適用）？ 
你每月平均使用互聯網的時間是多少〔以小時計〕？ 
• <10小時 • 10-20小時 • 20-30小時 • >30小時 
你平常是在那段時間使用互聯網(Intemet)〔可選多於一項〕？ 
• 9am-5pm • 5pm-8pm • 8pm-12pm • 12pm-3am • 3am-9am 
• 平 日 •假期 
你有否使用網上購物(on-line shopping) ？ • 是 • 否 
如有使用，購買何類物品〔可選多於一項〕？ 
• 書 本 •電腦軟件 • CD •其他，請註明 — 
接上互聯網的硬件設備 
電腦中央處理器(0?。)的型號 
0 386 0 486 0 Pentium 0 Pentium Pro 0 Mac 
言己憶體(Memory)的容量 
0 4M 0 8-12M 0 16-20M 0 24-32M 0 >32M 
顯示屏(河011^01)的大小 
0 14" 0 15" 0 17" 0 21" 0 其他 
數據機(Modem)的速度 
0 9600 0 14400 0 28800 0 33600 0 其他 
S!KtS(Browser) 0 Netscape 0 Mosaic 0 Internet Explorer 






(1-非常不同意;2-不同意;3-無意見;4-同意;5-十分同意)1 2 3 4 5 
我對學說、理論很感興趣。 • • • • • 
我喜歡新奇古怪的人和事。 • • • • • 
我喜歡多姿多采的生活。 • • • • • 
我喜愛做一些日常用品。 • • • • • 
我是一個追上潮流及衣著入時的人。 • • • • • 
正如聖經所說，世界實在是在六天內造成的。 o o o o o 
我喜歡在一群人中作主導的角色� o o o o o 
我喜歡學習藝術、文化及歷史。 o o o o o 
我經常想有一些新的刺激� o o o o o 
我只對某些事物感興趣� o o o o o 
我寧可自己做一件物件’也不喜歡用錢買。 • • • • • 
我的衣著比大多數人都入時。 • • • • • 
政府應該鼓勵公立學校中有多些道德教育。 • • • • • 
我比很多人都較有能力。 • • • • • 
我認爲我自己是一個知識份子。 • • • • • 
我承認我自己是一個比較喜歡妓耀的人。 o o o o o 
我喜歡嘗試新的事物� o o o o o 
我喜歡硏究機械的運作’例如引擎、發動機。 o o o o o 
我喜歡穿著最新款式的服裝� o o o o o 
現時的電視節目中有太多關於性的節目� G) 0 0 0 0 
我喜歡帶領別人。 • • • • • 
我願意花一年或更多的時間在外國生活° • • • • • 
我喜歡我的生命充滿刺激。 • • • • • 
我得承認我的興趣是比較窄和局限的° • • • • • 
我喜歡用木、金屬或其他材料做器具° • • • • • 
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(1-非常不同意;2-不同意;3-無意見;4-同意;5-十分同意)1 2 3 4 5 
我想別人覺得我衣著時髦� o o o o o 
當一個女人能爲她的家人預備一個快樂的家庭時，她o o o o o 
的生命才有意義。 
我喜歡嘗試一些我從未做過的事情� o o o o o 
我喜歡學習不同的事物，就算那些事物可能對我完全o o o o o 
沒有用o 
我喜歡親手做一些東西� o o o o o 
我經常期待有新的刺激。 • • • • • 
我喜歡做一些新穎及不同的事情。 • • • • • 
我喜歡逛一些賣硬件或賣汽車零件的商鋪。 • • • • • 
我想知道多一些關於這個世界是怎樣運作的。 • • • • • 




常 經 有 間 從 
常 常 時 中 未 
o o o o o 建 議 性 
(仿1」如：Cool Site ofthe Day, Netscape's What's Cool) 
o o o o o 搜 尋 工 具 
(例如：Lycos, Infoseek, Webcrawler) 
o o o o o大機構的網頁及資料 
(例如：SGI，AT&T, Microsoft) 
o o o o o 個 人 網 頁 
(例如：Yahoo's People listings) 
Q Q o o o 體育運動(例如：ESPNET SportsZone) 
0 0 0 0 0 個人(例如：match.com) 
o o o o o 網上消費性讀物 
(例如：HotWired, Time World Wide) 
o o o o o 電視或電影網頁 
(例如：the Simpsons, MCA/Universal CyberWalk) 
o o o o o 電 腦 軟 件 庫 
(例_|如：Info Mac, Windows Shareware Archives) 
o o o o o 音樂、藝術 
(例_|如：IUMA or in the Ultimate Band List) 
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III個人資料部分 
性別 • 男 • 女 
歲數 • 0-24 • 25-29 • 30-34 • 35-44 • 45-54 • 55-64 • 65orover 
婚姻狀況•未婚 •已婚 
你與多少個家人同住(包括你自己)？ 





• < $80,000 • $80,000 - $119,999 • $120,000 - $159,999 
• $160,000 - $199,999 • $200,000 - $239,999 • $240,000 - $319,999 
• $320,000 - $499,999 • $400,000 - $599,999 • $600,000 - $799,999 
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FIGURE 5 
AVERAGE MONTHLY WWW USAGE 
Average Monthly WWW usage 
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PLACE TO ACCESS THE INTERNET 
Place to access the Intemet 
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FIGURE 8 
TIME PERIOD OF ACCESSING 
Time Period of accessing 
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ADDITIONAL TELEPHONE LINE FOR INTERNET ACCESS 
Additional Telephone Line for Intemet Access 
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TABLE 2 
FACTOR LOADR^G OF THE EIGHT FACTORS 
Factor Factor Fador Factor Fact&r Fa<Jtor Fador Factoi 
； i 2 3 4 [5 6 2 I 
我對學說、理論很感興趣。 0.2868 0.3971 0.1293 -0.3177 -0.0038 0.4011 0.1694 -0.0755 
我喜歡新奇古怪的人和事。 0.6185 0.2302 -0.0118 0.0901 -0.0938 0.0831 -0.2355 -0.1038 
我喜歡多姿多采的生活。 0.7002 0.0374 0.2015 0.2180 -0.0901 -0.0224 -0.0370 0.1647 
我喜愛做一些日常用品。 0.2123 0.1205 -0.5695 0.1521 0.0749 0.2700 0.0321 -0.0179 
我是一個追上潮流及衣著入時的人。 0.2312 0.0064 0.0788 0.7420 -0.1452 0.0669 0.0550 0.0724 
正如聖經所說’世界實在是在六天內造成的。-0.0321 -0.0892 -0.1481 -0.1549 0.0950 0.0310 -0.6656 0.1155 
我喜歡在一群人中作主導的角色。 0.3464 0.4056 0.3170 0.1725 0.0138 0.0373 -0.0471 0.0600 
我喜歡學習藝術、文化及歷史。 0.1777 -0.0195 0.2022 0.0911 0.0049 0.7062 -0.0533 -0.0029 
我經常想有一些新的刺激。 0.8110 0.0422 0.0777 0.1766 -0.0436 0.0127 -0.0104 0.1111 
我只對某些事物感興趣。 0.0421 0.0959 -0.1668 0.0261 0.0351 -0.1405 -0.3922 0.3214 
我寧可自己做一件物件，也不喜歡用錢買。~ -0.0487 0.1910 -0.1080 0.0250 -0.0260 0.3042 -0.1186 -0.1921 
我的衣著比大多數人都入時。 0.1622 -0.0394 0.0567 0.7102 0.0455 0.0203 0.1322 0.1591 
政府應該鼓勵公立學校中有多些道德教育。 0.0327 0.1301 0.1016 -0.4653 0.1458 0.2758 -0.3983 0.1074 
我比很多人都較有能力。 0.0238 -0.0875 0.6072 0.3724 0.1869 0.1654 -0.0230 0.0593 
我認爲我自己是一個知識份子。 0.0486 0.1464 0.6423 0.0582 0.1274 0.2050 0.1449 0.0535 
我承認我自己是一個比較喜歡弦耀的人。 0.2928 0.1645 0.1073 0.5170 -0.1123 -0.1024 0.0192 -0.0922 
我喜歡嘗試新的事物。 0.5457 -0.0075 0.1195 -0.0551 -0.0155 0.1088 -0.2712 -0.2728 
我喜歡硏究機械的運作’例如引擎、發動機。~~0.0569 0.4555 -0.0724 -0.0651 0.1514 0.2824 0.1075 -0.4672 
我喜歡穿著最新款式的服裝。 0.2566 0.1225 -0.0144 0.6927 0.0373 0.0452 -0.1127 0.0219 
現時的電視節目中有太多關於性的節目。 0.1583 -0.1566 -0.0009 0.1124 0.1150 0.0497 -0.5732 -0.0155 
我喜歡帶領別人。 0.2927 0.4321 0.3158 0.4102 0.0645 0.0861 0.0846 -0.0381 
我願意花一年或更多的時間在外國生活。 0.4532 -0.0847 0.1356 -0.1444 -0.1253 0.1666 -0.0236 0.1175 
我喜歡我的生命充滿刺激。 0.8497 0.1460 0.0377 0.1716 0.0555 0.0439 0.0456 0.0603 
我得承認我的興趣是比較窄和局限的“ -0.1793 0.1881 -0.4330 0.0457 0.0156 0.0033 0.0156 0.3508 
我喜歡用木、金屬或其他材料做器具 ° -0.3247 0.0753 -0.1439 0.2770 -0.0868 0.4106 -0.1138 -0.3627 
我想別人覺得我衣著時髮 ° 0.3113 -0.0085 0.0177 0.7271 0.0759 -0.0082 -0.1220 0.0585 
當一個女人能爲她的家人預備一個快樂的家庭-0.0933 -0.0033 -0.3576 0.1095 0.1730 0.1100 -0.1013 0.0396 
時’她的生命才有意義° 
我喜歡嘗試一些我從未做過的事情“ 0.7245 -0.1104 -0.1308 0.0722 -0.0049 0.0853 -0.0868 -0.2284 
我喜歡學習不同的事物，就算那些事物可能對““0.1203 -0.2162 0.0866 -0.0942 -0.1889 0.1858 0.0453 -0.4503 
我盖全沒有用。 L _ _ J 
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我§罾親-做一@東西。 -0.1175| -0.0327| -0.2099| 0.1007|-0.1175| 0.6546| 0.0708| -0.1601 
_纖騰有新@束丨撒。 0.7379 -0.0494 -0.2368 0.2195 0.0025 -0.0603 0.0601 0.0230 
我 《 ^ - 醜 織 棚 6 ^ 隱 。 0.6601 -0.1863 -0.1177 0.0971 0.0276 -0.0011 0.1344 -0.3711 
我喜歡逛一些賣硬件或賣汽車零件的商鋪。 0.0712 0.1363 -0.0910 -0.0827 0.1223 0.1072 0.1127 -0.7392 
我 想 、 矢 _ 一 _ 腿 纖 艘 怎 機 _ •"““0.1821 0.1469 0.1342 -0.2725 0.0961 0.5613 “0.0977 0.0523 
我喜歡我的生活每天都是差不多地渡過的。~~ -0.5749 0.0237 -0.3500 -0.0679 0.0234 0.0409 0.0177 0.0055 
建議性 -0,0677 -0.1304 -0.2783 -0.2298 0.1104 -0.1072 0.1110 0.0511 
搜尋工具 -0.0314 0.0361 -0.3420 -0.2083 -0.0406 0.1298 0.3084 0.3782 
大機構的網頁及資料 -0.1733 -0.1097 -0.0318 0.1415 0.0174 0.0711 0.2090 0.4051 
個人網頁~~~ -0.0779 -0.5248 0.0341 -0.0186 0.4151 -0.1096 0.0300 0.0295 
體育運動 -0.0977 -0.4640 0.0791 0.0326 0.1865 0.3415 -0.0280 0.1262 
mX ‘ 0.1748 -0.6309 0.0397 -0.0948 0.1281 -0.0432 0.0713 0.1990 
網上消費性讀物 0.0006 -0.1704 -0.1602 -0.1107 0.0071 -0.1058 0.4182 0.3172 
電視或電影網頁 -0.0658 -0.1911 -0.1215 -0.0866 0.3748 0.1824 0.4447 0.0204 
電腦軟件庫 0.1522 -0.2261 -0.0783 0.3041 0.1419 0.1102 0.1026 0.6040 
音樂、藝術 0.0231 -0.2359 -0.1585 -0.1030 0.4425 -0.1789 0.2391 0.3200 
W " -0.0866 -0.4460 0.1330 0.0540 -0.3444 0.2581 -0.2426 0.4108 
i g -0.0374 -0.0237 -0.0372 0.0172 0.7781 0.1086 -0.1056 -0.1152 
婚姻狀況 -0.1395 -0.0058 0.2151 -0.0271 0.6102 -0.0379 -0.1247 0.0429 
你與多少個家人同住(包括你自己) -0.1350 0.0634 -0.1895 0.0194 -0.6017 0.1719 -0.0749 -0.0210 
請選擇你的最高學歷？ 0.1223 0.0909 0.3237 0.0542 0.0755 -0.0863 -0.0358 0.3055 
上一年度的家庭總收入(除稅前) -0.1719 0.1196 0.3330 0.0442 0.4221 0.0105 -0.1207 0.0186 
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TABLE 3 
FACTOR SCORE COEFFICIENT OF THE EIGHT FACTORS 
“ “ ‘ ~ ‘ ‘ jF c^toi 1 [Factor 2 |Factor 3 jFactor4 [Factor 5 |Factor 6 fetor7 jFa^ tor B 
我對學說、理論很感興趣。 0.0660 0.1598 0.0389 -0.1338 0.0089 0.1489 0.1083 0.0536 
我觀新奇“^励入娜“ 0.1078 0.0723 -0.0404 -0.0213 -0.0141 0.0025 -0.0977 0.0013 
我喜歡多姿多采&&活。 0.1202 0.0068 0.0477 -0.0041 -0.0356 -0.0193 -0.0025 0.0663 
我喜愛做一些曰常用品。 0.0435 0.0623 -0.2440 0.0488 0.0693 0.1131 0.0045 0.0247 
我是一個追上潮流及衣著入時的人。 -0.0160 -0.0223 0.0050 0.2046 -0.0514 0.0287 0.0292 0.0038 
正如聖經所說，世界實在是在六天內造成的。 0.0049 -0.0202 -0.0787 -0.0362 0.0471 0.0050 -0.3236 0.0478 
我喜歡在一群人中作主導的角色。 0.0391 0.1701 0.0873 0.0037 0.0158 -0.0064 -0.0036 0.0649 
我喜歡學習藝術、文化及歷史。 0.0074 -0.0446 0.0588 0.0092 -0.0053 0.2898 0.0044 0.0329 
我經常想有一些新的刺激。 0.1495 0.0080 -0.0040 -0.0190 -0.0096 -0.0076 0.0086 0.0532 
我只對某些事物感興趣。 0.0134 0.0876 -0.0887 -0.0017 0.0307 -0.0547 -0.1991 0.1281 
我寧可自己做一件物件，也不喜歡用錢買。 -0.0233 0.0584 -0.0529 0.0202 0.0078 0.1102 -0.0488 -0.0333 
我的衣著比大多數人都入時。 -0.0204 -0.0192 -0.0059 0.2002 0.0216 0.0193 0.0593 0.0267 
政府應該鼓勵公立學校中有多些道德教育。 0.0304 0.0734 0.0228 -0.1530 0.0589 0.1035 -0.1751 0.0913 
我比很多人都較有能力。 -0.0446 -0.0611 0.2125 0.0960 0.0456 0.0670 0.0092 -0.0027 
我認爲我自己是一個知識份子。 -0.0185 0.0483 0.2361 -0.0127 0.0252 0.0795 0.0976 0.0359 
我承認我自己是一個比較喜歡弦耀的人。 0.0115 0.0418 0.0171 0.1323 -0.0321 -0.0596 0.0134 -0.0392 
我喜歡嘗試新的事物。 0.1011 -0.0529 0.0232 -0.0510 -0.0016 0.0102 -0.1105 -0.0842 
我喜歡研究機械的運作，例如引擎、發動機。 0.0006 0.1595 -0.0464 -0.0117 0.0903 0.0814 0.0641 -0.1065 
我喜歡穿著最新款式的服裝。 -0.0067 0.0379 -0.0492 0.1937 0.0354 0.0088 -0.0550 0.0001 
現時的電視節目中有太多關於性的節目。 0.0175 -0.0795 -0.0308 0.0335 0.0500 0.0051 -0.2730 -0.0186 
我喜歡帶領別人。 0.0083 0.1688 0.0822 0.0853 0.0395 0.0132 0.0579 0.0211 
我願意花一年或更多的時間在外國生活。 0.0983 -0.0470 0.0476 -0.0904 -0.0598 0.0673 0.0066 0.0575 
我喜歡我的生命充滿刺激。 0.1577 0.0553 -0.0273 -0.0217 0.0378 0.0008 0.0353 0.0474 
我得承認我的興趣是比較窄和局限的。 -0.0228 0.1441 -0.1753 0.0242 0.0330 0.0246 -0.0129 0.1525 
我喜歡用木、金屬或其他材料做器具 ° -0.1025 -0.0199 -0.0581 0.1315 -0.0187 0.1558 -0.0496 -0.1189 
我想別人覺得我衣著時髦 ° 0.0049 -0.0175 -0.0369 0.2010 0.0436 -0.0092 -0.0613 -0.0049 
當一個女人能爲她的家人預備一個快樂的家庭““-0.0172 0.0194 -0.1539 0.0557 0.0896 0.0523 -0.0631 0.0178 
時，她的生命才有意義° 
我喜歡嘗試一些我從未做過的事情 ° 0.1417 -0.0892 -0.0747 -0.0182 0.0109 0.0112 -0.0324 -0.0813 
我喜歡學習不同的事物，就算那些事物可能對““0.0201 -0.1674 0.0550 -0.0205 -0.0882 0.0578 0.0376 -0.1762 
我‘全沒有用° — 
我喜歡親手做一些東西。 -0.0409 -0.0517 -0.0781 0.0542 -0.0378 0.2750 0.0456 -0.0309 
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我經常期待有新的刺激。 0.1446| -0.0268| -0.1197| 0.0168| 0.020l| -0.0324| 0.0265| 0.0056 
我喜歡做一些新穎及不同的事情。 0.1302 -0.1337 -0.0562 0.0006 0.0175 -0.0228 0.0699 -0.1526 
我喜歡逛一些賣硬件或賣汽車零件的商鋪。 0.0098 -0.0122 -0.0346 0.0007 0.0658 0.0030 0.0612 -0.2522 
我想知道多一些關於這個世界是怎樣運作的。 0.0412 0.0576 0.0336 -0.1070 0.0385 0.2257 -0.0205 0.0801 
我喜歡我的生活每天都是差不多地渡過的。 -0.1012 0.0359 -0.1166 0.0365 0.0213 0.0336 -0.0111 0.0037 
建議性 0.0220 -0.0274 -0.0941 -0.0555 0.0464 -0.0301 0.0376 0.0087 
搜尋工具 0.0291 0.0731 -0.1191 -0.0709 -0.0081 0.0883 0.1373 0.1631 
大機構的網頁及資料 -0.0350 -0.0040 -0.0065 0.0429 -0.0033 0.0661 0.0920 0.1329 
個人網頁 0.0010 -0.2123 0.0169 0.0156 0.1383 -0.0256 0.0010 -0.0585 
體育運動 -0.0205 -0.2025 0.0335 0.0241 0.0470 0.1657 -0.0096 0.0089 
i A 0.0597 -0.2610 0.0303 -0.0376 0.0160 0.0109 0.0288 0.0067 
網上消費性讀物 0.0312 -0.0271 -0.0398 -0.0424 -0.0077 -0.0072 0.1870 0.0971 
電視或電影網頁 0.0079 -0.0611 -0.0406 -0.0126 0.1402 0.1000 0.2057 -0.0069 
電腦軟件庫 0.0244 -0.0389 -0.0498 0.0660 0.0489 0.0883 0.0397 0.1957 
音樂、藝術 0.0397 -0.0348 -0.0654 -0.0331 0.1679 -0.0415 0.0933 0.0844 
W \ -0.0240 -0.1909 0.0694 0.0101 -0.1690 0.1384 -0.1074 0.1184 
^ ¾ ^ 0 ^ 0.0125 -0.0563 0.0268 0.3180 0.0384 -0.0590 -0.0470 
婚姻狀況 -0.0274 0.0280 0.0539 0.0031 0.2353 -0.0170 -0.0633 0.0050 
你與多少個家人同住(包括你自己) -0.0352 -0.0006 -0.0463 0.0155 -0.2306 0.0721 -0.0306 0.0140 
請選擇你的最高學歷？ 0.0156 0.0667 0.1089 -0.0179 0.0184 -0.0301 -0.0095 0.1155 
上一年度的家庭總收入(除稅前) -0.0492 0.0664 0.1031 0.0195 0.1602 -0.0027 -0.0530 0.0092 ‘ 
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TABLE IV 
COMMUNALITIES OF THE EIGHT FACTORS 
From 4 From S^  From 6 From 7 FrOm 8 Multipb 
Factor$ Pactof$ ; Factors Factors Factors R-Squar^  
我對學說、理論很感興趣。 0.3576 0.3576 0.5184 0.5471 0.5528 0.5753 
我喜歡新奇古怪的人和事。 0.4438 0.4526 0.4596 0.5150 0.5258 0.5861 
我喜歡多姿多采的生活。 0.5798 0.5879 0.5884 0.5898 0.6169 0.7036 
我喜愛做一些日常用品。 0.4070 0.4126 0.4855 0.4865 0.4869 0.5633 
我是一個追上潮流及衣著入時的人。 0.6103 0.6314 0.6358 0.6389 0.6441 0.6702 
正如聖經所說，世界實在是在六天內造成的。 0.0549 0.0639 0.0649 0.5079 0.5213 0.4818 
我喜歡在一群人中作主導的角色。 0.4148 0.4150 0.4164 0.4186 0.4222 0.5614 
我喜歡學習藝術、文化及歷史。 0.0811 0.0812 0.5799 0.5827 0.5827 0.5822 
我經常想有一些新的刺激。 0.6967 0.6986 0.6987 0.6988 0.7112 0.7763 
我只對某些事物感興趣。 0.0395 0.0407 0.0604 0.2142 0.3175 0.5215 
我寧可自己做一件物件，也不喜歡用錢買。 0.0512 0.0518 0.1444 0.1585 0.1954 0.3882 
我的衣著比大多數人都入時。 0.5354 0.5375 0.5379 0.5554 0.5807 0.6708 
政府應該鼓勵公立學校中有多些道德教育。 0.2448 0.2661 0.3422 0.5009 0.5124 0.5240 
我比很多人都較有能力。 0.5155 0.5504 0.5778 0.5783 0.5819 0.6271 
我認爲我自己是一個知識份子。 0.4398 0.4560 0.4980 0.5190 0.5219 0.6031 
我承認我自己是一個比較喜歡妓耀的人。 0.3915 0.4042 0.4147 0.4150 0.4235 0.5634 
我喜歡嘗試新的事物。 0.3152 0.3155 0.3273 0.4008 0.4753 0.5553 
我喜歡硏究機械的運作，例如引擎、發動機。 0.2202 0.2431 0.3228 0.3344 0.5527 0.5835 
我喜歡穿著最新款式的服裝 D 0.5609 0.5623 0.5643 0.5770 0.5775 0.6231 
現時的電視節目中有太多關於性的節目。 0.0622 0.0754 0.0779 0.4064 0.4067 0.4251 
我喜歡帶領別人。 0.5404 0.5445 0.5520 0.5591 0.5606 0.6419 
我願意花一年或更多的時間在外國生活。 0.2518 0.2675 0.2953 0.2958 0.3096 0.5307 
我喜歡我的生命充滿刺激。 0.7743 0.7773 0.7793 0.7814 0.7850 0.8036 
我得承認我的興趣是比較窄和局限的。 0.2571 0.2574 0.2574 0.2576 0.3806 0.5415 
我喜歡用木、金屬或其他材料做器具。 0.2086 0.2161 0.3847 0.3976 0.5292 0.5447 
我想別人覺得我衣著時髦 ° 0.6260 0.6318 0.6318 0.6467 0.6502 0.7300 
當一個女人能爲她的家人預備一個快樂的家庭時’""""0.1486 0.1786 0.1906 0.2009 0.2025 0.4466 
她的生命才有意義。 
我喜歡嘗試一些我從未做過的事情° 0.5595 0.5595 0.5667 0.5743 0.6264 0.7100 
我喜歡學習不同的事物’就算那些事物可能對我完~~~0.0776 0.1133 0.1478 0.1498 0.3526 0.3935 
全、£有用。 _ L _ _ L _ J L _ L _ J _ _ J 
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我喜歡親手做一些東西。 0.0691| 0.0829| 0.5114| 0.5164[ 0.5420| 0.5333 
我經常期待有新的刺激。 0.6512 0.6513 0.6549 0.6585 0.6590 0.7574 
我喜歡做一些新穎及不同的事情。 0.4937 0.4945 0.4945 0.5125 0.6503 0.6836 
我喜歡逛一些賣硬件或賣汽車零件的商鋪。 0.0388 0.0537 0.0652 0.0779 0.6243 0.5930 
我想知道多一些關於這個世界是怎樣運作的。 0.1470 0.1563 0.4713 0.4809 0.4836 0.5939 
我喜歡我的生活每天都是差不多地渡過的。 0.4582 0.4587 0.4604 0.4607 0.4607 0.5910 
® S i 0.1518 0.1640 0.1755 0.1879 0.1905 0.3706 
捜尋工具 0.1627 0.1643 0.1812 0.2763 0.4193 0.4222 
大機構的網頁及資料 0.0631 0.0634 0.0685 0.1122 0.2763 0.4194 
個人網頁 0.2830 0.4553 0.4673 0.4682 0.4691 0.5267 
體育運動 0.2322 0.2670 0.3836 0.3844 0.4003 0.4048 
f@X 0.4391 0.4556 0.4574 0.4625 0.5021 0.5628 
網上消費性讀物 0.0670 0.0670 0.0782 0.2531 0.3537 0.5321 
電視或電影網頁 0.0631 0.2036 0.2368 0.4346 0.4350 0.5330 
電腦軟件庫 0.1729 0.1931 0.2052 0.2157 0.5806 0.6784 
音樂、藝術 0.0919 0.2877 0.3197 0.3768 0.4792 0.5448 
¢ ^ 0.2270 0.3456 0.4123 0.4711 0.6398 0.6003 
^ ¾ 0.0036 0.6091 0.6209 0.6321 0.6453 0.6129 
婚 _狀況 0.0665 0.4389 0.4403 0.4559 0.4577 0.5246 
你與多少個家人同住(包括你自己) 0.0585 0.4206 0.4502 0.4558 0.4562 0.5197 
請選擇你的最高學歷 0.1309 0.1366 0.1441 0.1454 0.2387 0.4603 
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